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POLITICAL MARKETING

Content
This course studies political marketing: the application of marketing techniques and concepts to the political environment. It introduces the latest research conducted by Keele staff within the Centre for Political marketing & management (see www.keele.ac.uk/depts/mn/cpm).  

It covers the rise of consumerism and political marketing, the nature of comprehensive political marketing. Its main focus is Marketing political parties: how parties use political marketing to determine their product and sell in an election; the effect on participation and representation. Additionally it studies Marketing Parliament – how the Westminster parliament: is managed, whether it is run with the public in mind, its ability to produce and pass legislation in relation to the promises and products created by political parties; whether market-oriented behaviour could re-invigorate the ancient institutions of government as well as the newly-formed Scottish Parliament. As this year is most probably an election year we will also be discussing the use of marketing in the next UK General Election.

Throughout it analyses why marketing has permeated the political arena, how it can be used in politics, the advantages it may bring to understanding politics, but also the problems that can occur. It encourages students to think seriously about the application of marketing to a non-business environment: how marketing might be adapted to a different arena, what marketing tools and concepts can be transferred, addresses significant current debates within the political system and the ethical issues arising from the use of marketing in politics. 

Module Aims

To provide students with a detailed and comprehensive awareness of how marketing has permeated the political arena. To appreciate how and why political marketing has developed over time. To understand how marketing may be used within the political environment, but also appreciate the differences between marketing business and marketing politics. To criticise the spread of marketing into the political environment: analysing the difficulties in introducing marketing into politics, questioning the ethical issues arising from marketing politics, arguing the benefits marketing may bring to politics. To encourage critical thinking about not just the nature of marketing, but its application to a non-business environment, encouraging advanced analytical and debating skills.

Module objectives

1. Comprehend the concept of comprehensive political marketing.

2. Analyse the differences between marketing business and marketing politics

3. Understand why political marketing has developed

4. Acquire new knowledge about different aspects of the political arena

5. Explain how political organisations might use marketing.

6. Assess the advantages from using marketing within, and to study, politics

7. Appreciate the difficulties in introducing marketing to the political environment

8. Debate the ethical issues from the rise of political marketing

Transferable Skills

Critical analytical and comprehension skills will be developed through dealing with the course material. Debating and presentational skills will be encouraged through tutorials, seminars and the debate-lectures. The written assessment will require writing and reporting skills, encouraging primary research skills including contact with political actors and documentary analysis. The examination will test wider comprehension of knowledge, theory and understanding of the difficulties of political marketing.
Teaching Staff

Dr Jennifer Lees-Marshment 

Email: 

j.lees-marshment@keele.ac.uk 
Tel : 


4372

Room:

1.13 Darwin Building 


Office Hours:

Tuesday 11-1

If you have anything you wish to discuss about the course, please feel free to come and see me in my office hours: or please email me to make a specific appointment.

MAN-20014 Political marketing timetable 2004-5

Tuesdays 3-5, CBA 1.099
	Wk
	Date
	Topic
	Class

	1
	Tuesday

25 January
	Introduction and defining political marketing
	Introduction to course

~

Brief lecture Political marketing: what and why

~

Debate: Marketing War: was Tony Blair right to go against public opinion and lead us into war?

	2
	Tuesday

1 February
	Marketing political parties in the UK


	Short Lecture: Marketing parties theory and the evolution of the Labour Party

With video footage

~

Group work: The Labour Party’s use of political marketing

	3
	Tuesday

8 February
	
	Short Lecture: Conservative Party Marketing

With video footage

~

Group work: The triumph and decline of Tory marketing

	4
	Tuesday

15 February
	
	Lecture: The 2001 election and 2001-3: the difficulties of delivering in government and barriers of internal culture

~

Group work: Political marketing in practice for the Tories and Labour 1997-2003: problems and solutions

	5
	Tuesday

22 February
	
	Group work: Devising a political marketing plan for UK parties for the next election

~

Presentation by groups from discussion

	6
	Tuesday

1 March
	Comparative party marketing
	Lecture: Marketing parties in other countries: The US, New Zealand, Scotland, Ireland and Europe

~

Debate: Did George W Bush adopt a market-orientation in order to win the 2004 US Presidential Election?

	7
	Tuesday 

8 March
	
	Lecture: Marketing parties in new democracies:  Brazil and Peru

~

Group work: The potential and limitations for political marketing in new democracies and other systems

	8
	Tuesday

15 March
	Marketing parliaments
	Lecture: Westminster and marketing

~

Video: Westminster reform

~

Workshop: How to market parliament

	9
	Tuesday 

22 March
	
	Lecture: Marketing and the Scottish Parliament 

~ 

Video: The Scottish Parliament 

~

Debate: Westminster is much more influential and market-oriented than the Scottish Parliament ever will be

	Easter break 25th March-25 April

	10
	Tuesday

26 April


	The 2005/6 UK General Election
	Research in action: brief presentation of current academic thinking on the 2005/6 election from the 2005 Political Marketing Conference

~

Group work: Political marketing assessment of the UK parties – discussion and presentation

	11
	Tuesday

3 May


	The Political Marketing Revolution: the role of the political consumer
	Short lecture: The Political Marketing Revolution

~

Debate: Should the citizen or political leaders decide how the country is run?

	12
	Tuesday 

10 May 
	Revision
	Exam revision session



Reading

Essential reading

Students will be expected to read the set essential reading for each teaching session/topic. A list of this is below for each class. This topic is a new area of research, and political marketing is always changing. This module is research led so that you will be taught the latest findings from academic study. No one text covers the whole module. There are four main areas of this module; and there are two texts that cover the biggest areas. I have ordered extra copies of one for the library, and ask you to buy the second. You will need both: the exam will cover political marketing in the past as well as the present situation.

Books to obtain

Library book to obtain for Political party marketing up to 1997:

1. Lees-Marshment, Jennifer. 2001. Political marketing and British political parties. Manchester University Press, Manchester. (ISBN 0-7190-6017-6)
2. Text to buy for political party marketing 1997 onwards and for parliamentary marketing:

Lees-Marshment, Jennifer. 2004. The Political Marketing Revolution. Manchester University Press, Manchester. (ISBN 0-7190-6307-8)

You will find this book also contains chapters on other areas of political marketing. These topics are taught in another option module in the third year, Public Sector Marketing, for which the Political Marketing Revolution is also the core text. So please keep your book and either use it yourself if you take the third year module or you may be able to sell it to other students who take it.

Other areas

3. Comparative Party marketing

The module also contains two sessions on the marketing of parties abroad. Again, this is a new area of research and therefore there are not many publications on the subject. A book on this topic is due to be published this year, called Lilleker and Lees-Marshment (eds) Political marketing in comparative perspective. However this may not be in time for the module, therefore a pdf version of a conference paper which summaries the findings of the book will be available via the module web-site. If students are interested in a particular country and want more detail, they should ask me for more information and it may be possible to copy individual chapters from the forthcoming book.

4. The 2005/6 UK Election

Obviously as this election has not yet happened, there are no books on this topic yet! I will present results from a conference paper due to be presented 24 February, but for the main you need to explore information yourself, and the most pertinent information may be on the  web and students will be asked to explore a particular link. I apologise for inconvenience but that is the cost of a modern, research-based, unique module in a new topical subject!

Further reading

Political marketing is a highly topical and developing area and academic research remains somewhat behind its actual practice. Students are therefore encouraged to use the list of further reading, together with links provided to political organisations. They are also encouraged to read newspapers and search their archives for pertinent material. 

On-line resources 

The module website is at: http://www.learn.keele.ac.uk/04-05/modules/man/man-20014/. The module outline, lecture plans, crucial articles and details about visiting speakers for the module will be placed there and updated as we progress through the module. Any changes to class topics, timings or news will also be placed here

.

Journals: many of the journals listed are available from the library electronically. We also have the new Journal of Political Marketing. This also available on-line to Keele students, via: http://opac.keele.ac.uk/search/tjournal+of+political+marketing/tjournal+of+political+marketing/1,1,1,B/l856&FF=tjournal+of+political+marketing&1,,0,2,0)

UK politics: Also, if you’re not too familiar with UK politics a good guide to search is to explore links on the internet; see for example http://www.keele.ac.uk/depts/por/ukbase.htm or www.politics.co.uk

Class format and expectations of students

The module consists of two hours of teaching within each week. The two formal hours of instruction are delivered in various ways, designed to stimulate interest, facilitate greater absorption of knowledge and understanding, and develop transferable skills such as analysis, making an argument and working in groups. Students are expected to participate in all class formats.

Lectures: Students are expected to attend all lectures and take notes as they will provide the basis for discussion in group work, debate lectures and tutorials as well as help with continuous assessment.

Lecture material will be drawn primarily from the course textbook, so students should not be surprised if they find significant overlap between the reading and lectures. I am teaching my research in this course: see the Centre for Political Marketing and Management web-site on www.keele.ac.uk/depts/mn/cpm. Some of these areas have not previously been covered by other academics so there isn’t another book that covers them all. I will however provide brief content in lectures to avoid too much duplication with the understanding that you then have the books to explore for detail. If you attend lectures and do the basic reading, there are two chances of you absorbing the material!

Students should download lecture plans/handouts provided on the module web-site prior to attending a lecture, to aid comprehension. Power point slides will be used for lectures, and the lecture handouts will be similar but not completely the same as the slides, because the  presentational slides incorporate photos, will not be made available on the web-site because the photos are not able to be disseminated on the world wide web.

Group work: In seminars students will be put into small groups and asked to discuss various questions and then report back to the whole class.

Debates: In the debates students will be expected to work in small groups and then present points the rest class to form a debate. Discussion will then become open to the floor so that points can be exchanged and debated at length. This will require students to create points to argue one side of an argument, to improve their critical thinking, brainstorming skills, and ability to make an argument. 

Visiting speakers/guest lecturers: Visiting speakers from outside the university may come and speak to students drawing on their practical experience of a topic. Students will be expected to treat these visitors with respect and be prepared to ask questions or make comments at the end. 
Self-directed preparation: Debates are set on topical subjects, to enable students to consider wider issues from the marketing of politics, including practical difficulties and normative or ethical issues of political marketing. They require independent thinking and searching using sources such as the internet and newspapers. Such extra work will help students with the written assessment and perform highly in the examination.


MAN-20014

Political marketing 

Outline, reading 

and links 

for each topic 

and week

Week 1: Tuesday 25 January

Introduction and defining political marketing

Outline

Overview of the module

We will go over the topics and basic requirements of the module. 

Brief Lecture: Political marketing: what and why

Lecture plan

· Why politics needs marketing: need for politics to use marketing; benefits of marketing 

· basics of marketing used in political marketing 

· different disciplines/literature

· basic nature of political marketing

· differences business and politics

· ethical implications

· practical issues of marketing politics

Debate proposition: Prime Minister Tony Blair was right to go against public opinion and lead the UK into war

Issues to explore:

· Why did Blair take a leadership position on the Iraq War?

· Why the public was against war

· What people in the Labour Party thought

· Can the public be consumers of war and decide what is right or wrong?

· Information available about the war, and its bias, free nature

· Complexity of defence issue

· Morality of war
· Is leadership needed in politics or should politicians always follow public opinion on all issues, including war and defence?

· What is the impact of Blair’s leadership and political marketing on the next/current UK election in 2005/6?

· Can all areas of politics and policy be marketed in the same way as business goods?
Essential reading

Lees-Marshment, Jennifer. (2003), ‘Political Marketing: how to reach that pot of gold’ Journal of Political Marketing  (available via electronic library resources: http://opac.keele.ac.uk/search/tjournal+of+political+marketing/tjournal+of+political+marketing/1,1,1,B/l856&FF=tjournal+of+political+marketing&1,,0,2,0)

Lees-Marshment, J. (2001a) Political marketing and British political parties: The party’s just begun - Chapter 1 pages 1-6, 14-22, 22-28

Scammell, Margaret. (1999), ‘Political Marketing: Lessons for Political Science’, Political Studies, 47: 4, 718-39

Further reading for the debate on marketing and war

As nothing has yet been published on marketing and the war, simply follow these links and think about them, but do so critically and objectively:

	Item


	link

	BBC report on the problem of the war, 17 February 2003
	http://news.bbc.co.uk/1/hi/uk_politics/2770955.stm


	Blair – report, interview, tv video of him defending the war, 8 July 2003:


	http://news.bbc.co.uk/cbbcnews/hi/uk/newsid_3055000/3055400.stm

	Blair popularity figures re war, 17 February 2003:


	http://www.ananova.com/news/story/sm_751746.html


	also 11 February 2003:
	http://www.timesonline.co.uk/article/0,,2-573830,00.html

	Media opinion on Blair, leadership, popularity and the war, Andrew Rawnsley
Sunday September 29, 2002, The Observer:


	http://observer.guardian.co.uk/blair/story/0,11964,801192,00.html


	Text of prime minister Tony Blair's speech opening a debate on the Iraq crisis in the house of Commons, as released by 10 Downing Street; given on Tuesday March 18, 2003:

	http://politics.guardian.co.uk/iraq/story/0,12956,916790,00.html


	War protest reports:


	http://news.bbc.co.uk/cbbcnews/hi/club/your_reports/newsid_2824000/2824759.stm


	
	http://news.bbc.co.uk/1/hi/uk/2765041.stm



Further reading

Why politics needs marketing:

Webb, Paul. (1995), ‘Are British Political Parties in Decline?’, Party Politics, 1: 3, 299-322.

Webb, Paul. (1996), ‘Apartisanship and anti-party sentiment in the United Kingdom: Correlates and constraints’, European Journal of Political Research, 29: 3, 365-82.

Dalton, Russell J. (1996), ‘Political Cleavages, Issues, and Electoral Change’, in Lawrence LeDuc, Richard G. Niemi and Pippa Norris (eds), Comparing Democracies: Elections and Voting in Global Perspective, Sage.

Dalton, Russell J. and Manfred Knechler (eds). (1990), Challenging the Political Order: New Social Movements in Western Democracies, Polity.

Dalton, R (1996), Citizen politics: Public Opinion and Political Parties in Advanced Western democracies

Denver, David. (1994), Elections and Voting Behaviour in Britain, Harvester Wheatsheaf.

Deschouwer, Kris. (1996), ‘Political parties and democracy: A Mutual murder?’, European Journal of Political Research, 29: 3, 263-278.

Lipow, Arthur and Patrick Seyd. (1996), ‘The Politics of Anti-Partyism’, Parliamentary Affairs, 49: 2, 273-284.

Poguntke, Thomas and Susan E. Scarrow. (1996), ‘The Politics of anti-party sentiment: Introduction,’ European Journal of Political Research, 29: 3, 257-262.

Nature of political marketing:

Lees-Marshment, Jennifer. (2001) ‘The Marriage of Politics and Marketing.’ Political Studies 49(4): 692-713 
Kotler, P and Levy, S. (1969), “Broadening the Concept of Marketing”, Journal of Marketing, Vol. 33, No. 1, pp. 10-15 (January).

Kotler, Philip. (1972), ‘A Generic Concept of Marketing’, Journal of Marketing, 36, 46-54 (April).

Shama, Avraham. (1976), ‘The Marketing of Political Candidates’, Journal of the Academy of Marketing Science, 4: 4, 764-77.

Shapiro, Benson. (1973), ‘Marketing for Non-profit Organisations’, Harvard Business Review, 51, 123-32 (September-October).

Reid, David M. (1988), ‘Marketing the Political Product’, European Journal of Marketing, 22: 9, 34-47.

Rothschild, Michael. (1979), ‘Marketing Communications in Non Business Situations - or why it's so hard to sell brotherhood like soap’, Journal of Marketing, 43, 11-20 (Spring).

Smith, Gareth and John Saunders. (1990), ‘The Application of Marketing to British Politics’,  Journal of Marketing Management, 5: 3, 295-306 (Spring).

Collins, Neil and Patrick Butler. (1999), ‘A Conceptual Framework for Political Marketing,’ Chapter 4 in A Handbook of Political Marketing, edited by Bruce Newman.
Week 2: Tuesday 3 February

Marketing parties and marketing the Labour Party

Outline

Lecture: Marketing parties theory and the evolution of the Labour Party 
Plan:

· The nature of political parties: their goal, product and market

· Model of marketing political parties

· The POP (product-oriented party)

· The SOP (sales-oriented party)
· The MOP (market-oriented party)
· Labour in 1983 (POP)

· Labour in 1987 (SOP)

· Labour in 1997 (MOP)

· Why Labour changed/moved to a market-orientation

Video footage

Group work: The Labour Party’s use of political marketing
Issues to explore:

· Why did Labour lose the 1983 election?
· What marketing changes were made under Neil Kinnock and Peter Mandelson? Why were they not enough to win the 1987 election?

· Why did Tony Blair reform Clause IV?

· To what extent did Blair follow the market-oriented party model when he became leader?

· Why did some traditional supporters within the Labour Party felt alienated by the New Labour design after Blair took over?

· Did the New Labour design lack ideology? If so, was this due to marketing or mis-marketing (i.e. not following the model comprehensively)

Essential reading for the lecture and group work

Lees-Marshment, J. (2001) Political marketing and British political parties: The party’s just begun:

Chapter One pp. 22-48

Chapter 3 pp. 120-133

Chapter 4 pp. 95-101, 131-2

Chapter 5

Links to explore:

Labour Party: http://www.labour.org.uk/
Internet library of political posters: 

http://media.guardian.co.uk/gallery/0,7793,467341,00.html
Fabian Society: http://www.fabian-society.org.uk/net.asp
Socialist Labour Party: http://www.socialist-labour-party.org.uk
Links to left of centre organisations is at: http://www.fabian-society.org.uk/links.asp
Further reading for lecture on marketing the Labour Party

Lees-Marshment, Jennifer. (2001) ‘The Marriage of Politics and Marketing.’ Political Studies 49(4): 692-713 (also PDF file available on-line)
Lees-Marshment, J. (2001), ‘The Product, Sales and Market-Oriented Party and how Labour learnt to market the product, not just the presentation.’ European Journal of Marketing, Special Issue on Political Marketing, 35(9/10) 1074-1084

Harrop, Martin. (1990), ‘Political Marketing,’ Parliamentary Affairs, 43: 3, 277-291

Wring, D.  (1996), “Political marketing and party development in Britain: A 'secret' history”, European Journal of Marketing, Vol. 30 No. 10-11, pp. 100-111.

Sackman, A. (1996), The learning curve towards New Labour: Neil Kinnock's corporate party 1983-92.’ European Journal of Marketing, Vol. 30 No. 10-11, pp. 147-158.

Lees-Marshment, Jennifer and Darren Lilleker. (2001), ‘Political Marketing and Traditional Values: ‘Old Labour’ for ‘new times’?’ Contemporary Politics 7(3): 205-216 

1983 election

Butler, David and Dennis Kavanagh. (1984), The British General Election of 1983, Macmillan.

Grant, Nick. (1986), ‘A comment on Labour’s campaign’, Chapter Eight in Ivor Crewe and Martin Harrop (eds), Political Communications: The General Election Campaign of 1983, Cambridge University.

Wright, Johnny. (1986), ‘Advertising the Labour Party in 1983’, Chapter Seven in Ivor Crewe and Martin Harrop (eds), Political Communications: The General Election Campaign of 1983, Cambridge University.

1987 election

Gould, Philip, Peter Herd and Chris Powell. (1989), ‘The Labour Party’s campaign communications’, Chapter Eight in Ivor Crewe and Martin Harrop (eds), Political Communications: The General Election Campaign of 1987, Cambridge University.

Hewitt, P. and P. Mandelson. (1989), “The Labour Campaign”, Chapter Five in Political Communications: The General Election Campaign of 1987, edited by Ivor Crewe and Martin Harrop. Cambridge University, Cambridge.

Webb, Paul. (1992b), ‘Britain: The 1987 campaign,’ Chapter Three in Shaun Bowler and David M. Farrell (eds), Electoral Strategies and Political Marketing, Macmillan.

Butler, David and Dennis Kavanagh. (1988), The British General Election of 1987, Macmillan.

1992 election

Butler, David and Dennis Kavanagh. (1992), The British General Election of 1992, Macmillan.

Cook, Robin. (1995), ‘The Labour Campaign’, Chapter Five in Ivor Crewe and Brian Gosschalk (eds), Political Communications: the General Election Campaign of 1992, Cambridge University.

1997 election

Butler, David and Dennis Kavanagh. (1997), The British General Election of 1997, Macmillan.

Crewe, Ivor., Brian Gosschalk and John Bartle (eds). (1998), ‘Introduction’, in Political Communications: Why Labour won the General Election of 1997, Frank Cass.

Fielding, Steven. (1997a), ‘Labour’s path to power’, Chapter Two in Andrew Geddes and Jonathan Tonge (eds), Labour’s Landslide: The British General Election 1997, Manchester University.

Gould, Philip. (1998a), ‘Why Labour Won’, Chapter One in Ivor Crewe, Brian Gosschalk and John Bartle (eds), Political Communications: Why Labour won the General Election of 1997, Frank Cass.

Kavanagh, D. (1997), ‘The Labour Campaign’, Parliamentary Affairs, 50 533-541.

King, Anthony. (1998a), ‘The Night Itself’, Chapter One in Anthony King (ed.), New Labour Triumphs: Britain at the Polls, Chatham House.

King, Anthony. (1998b), ‘Why Labour Won - At Last’, Chapter Seven in King (ed.), New Labour Triumphs: Britain at the Polls, Chatham House.

Rose, Richard. (1997), ‘The New Labour Government: On the Crest of a Wave’, Parliamentary Affairs, 50: 4, 750-6.

Seyd, Patrick. (1998), ‘Tony Blair and New Labour’, Chapter Three in Anthony King (ed.), New Labour Triumphs: Britain at the Polls, Chatham House.

Week 3: Tuesday 8 February 

Conservative Party Marketing 
Outline

Lecture: Conservative Party Marketing

Lecture plan:

· Thatcher in 1979: the role of marketing in her victory

· Decline into product-orientation/conviction politician 1987-1990

· 1992 election: how the Tories won under Major

· 1997 election (POP) and the tendency of successful organisations to become complacent

With video footage

Group work: The triumph and decline of Tory marketing

Issues to explore:

· Margaret Thatcher: the conviction politician or marketing pioneer

· John Major’s use of political marketing

· weaknesses in the use of political marketing in 1997

· importance of leadership in being market-oriented

· Use of political marketing in opposition under Hague, IDS, Howard
· The first ever Marketing Director appointed in 2003
· Future Tory prospects 
Essential reading for the lecture

Lees-Marshment, Jennifer. (2001) Political Marketing and British Political Parties: The Party's Just Begun, Chapter 2, Chapter 3 pp. 103-120 and Chapter 4, pp. 160-179

Scammell, Margaret. (1996), ‘The odd couple: marketing and Maggie’, European Journal of Marketing, 30: 10-11, 122-34.

Links to explore:

The Conservative Party: http://www.conservatives.com/home.cfm
Internet library of political posters: http://media.guardian.co.uk/gallery/0,7793,467341,00.html
Further reading for the lecture – marketing the Conservative Party

Scammell, Margaret. (1995), Designer Politics: How Elections are Won, St. Martin's. 

Scammell, Margaret. (1994), ‘The Phenomenon of Political Marketing: The Thatcher Contribution’, Contemporary Record, 8: 1, 23-43 (Summer).

1979 election

Bell, Tim. (1982), ‘The Conservatives’ Advertising Campaign’, Chapter Two in Robert M. Worcester and Martin Harrop (eds), Political Communications: The General Election Campaign of 1979, George Allen and Unwin.

Butler, David and Dennis Kavanagh. (1980), The British General Election of 1979, Macmillan.

Crewe, Ivor. (1981), ‘Why the Conservatives Won’, Chapter Nine in Howard R. Penniman (ed.), Britain at the Polls, 1979 - A Study of the General Election, AEI Studies.

Rathbone, Tim. (1982), ‘Political Communications in the 1979 General Election Campaign by One Who Was In It’, Chapter Five in Robert M. Worcester and Martin Harrop (eds), Political Communications: The General Election Campaign of 1979, George Allen and Unwin. 

1983 election

Burch, Martin. (1986), ‘The politics of persuasion and the Conservative leadership’s campaign’, in Ivor Crewe and Martin Harrop (eds), Chapter Six in Political Communications: The General Election Campaign of 1983, Cambridge University.

Butler, David and Dennis Kavanagh. (1984), The British General Election of 1983, Macmillan.

Parkinson, Cecil. (1986), ‘The Conservative Campaign’, Chapter Five in Ivor Crewe and Martin Harrop (eds), Political Communications: The General Election Campaign of 1983, Cambridge University.

1987 election

Butler, David and Dennis Kavanagh. (1988), The British General Election of 1987, Macmillan.

Sharkey, John. (1989), ‘Saatchi’s and the 1987 election’, Chapter Seven in Ivor Crewe and Martin

Harrop (eds), Political Communications: The General Election Campaign of 1987, Cambridge University.

Tebbit, Norman. (1989), ‘The Conservative Campaign’, Chapter Four in Ivor Crewe and Martin Harrop (eds), Political Communications: The General Election Campaign of 1987, Cambridge University.

1992 election

Brown, Andrew J. (1992), ‘The Major Effect: Changes in party leadership and party popularity’, Parliamentary Affairs, 45: 4, 518-527.

Butler, David and Dennis Kavanagh. (1992), The British General Election of 1992, Macmillan.

Sanders, David. (1992), ‘Why the Conservative Party Won- Again’, Chapter Six in King et al (eds), Britain at the Polls 1992, Chatham House.

Wakeham, John (Lord). (1995), ‘The Conservative Campaign: Against the Odds’, Chapter One in Ivor Crewe and Brian Gosschalk (eds), Political Communications: the General Election Campaign of 1992, Cambridge University.

Woodward, Shaun. (1995), ‘The Conservative Party's Strategy’, Chapter Four in Ivor Crewe and Brian Gosschalk (eds), Political Communications: the General Election Campaign of 1992, Cambridge University.

1997 election

Butler, David and Dennis Kavanagh. (1997), The British General Election of 1997, Macmillan.

Denver, David. (1998), ‘The Government That Could Do No Right’, Chapter Two in Anthony King (ed.), New Labour Triumphs: Britain at the Polls, Chatham House.

Finkelstein, Daniel. (1998), ‘Why the Conservatives Lost’, Chapter Two in Ivor Crewe, Brian Gosschalk and John Bartle (eds), Political Communications: Why Labour won the General Election of 1997, Frank Cass.

Hilton, Steve. (1998), ‘The Conservative Party’s Advertising Strategy’, Chapter Five in Ivor Crewe, Brian Gosschalk and John Bartle (eds), Political Communications: Why Labour Won the General Election of 1997, Frank Cass.

Kellner, Peter. (1997), ‘Why the Tories Were Trounced.’ Parliamentary Affairs, 50: 4, 616-630.

Norton, Philip. (1998), ‘The Conservative Party: “In Office but Not in Power”’, Chapter Four in Anthony King (ed.),  New Labour Triumphs: Britain at the Polls. Chatham House.

Week 4: Tuesday 15 February

The 2001 election and 2001-3: the difficulties of delivering in government and barriers of internal culture 

Outline

Lecture: The 2001 election and the difficulties of political marketing

Lecture plan:

· The Conservatives 1997-2001 and difficulties implementing a market-orientation

· Labour in Government 1997-2001: focus on delivery

· The 2001 election results

· 2001 and beyond: marketing war and the Labour leadership; internal barriers to reform in the Tories

· Is marketing an impossible task for parties?

Group work: Political marketing in practice for the Tories and Labour 1997-2003: problems and solutions

Issues to explore:

· The barriers both parties have faced in using political marketing – aspects such as leadership, developing a market-orientation, maintaining a market-orientation, delivering the promised political product, issue of war, internal culture, ideology, use of marketing staff, communication – and potential solutions to them

Essential reading for the lecture and group work

Lees-Marshment, Jennifer. (2004) The Political Marketing Revolution, Chapter 2, ‘Marketing representation: parties and elections’
Lees-Marshment, Jennifer. (2001) Political Marketing and British Political Parties: The Party's Just Begun. Manchester University Press - Ch 5 pages 200-209 on new Labour 1997-1997 and Ch 6, pages 210-217 on The Tories under Hague, 1997-1999

Links to explore re the 2001 election:

2001 links: http://www.psr.keele.ac.uk/area/uk/ge01.htm
Links to explore with regard to government delivering on promises:

Labour’s 1997 election manifesto: http://www.psr.keele.ac.uk/area/uk/man/lab97.htm
Labour’s 2001 election manifesto: 

http://www.labour.org.uk/lp/new/labour/labour.wwv_main.main?p_full=1&p_language=us&p_cornerid=364778&p_currcornerid=1 

The Prime Ministers’ Delivery Unit:

http://www.cabinet-office.gov.uk/pmdu/index.htm
Report on Labour’s 1st Annual report, 1998:

http://www.portal.telegraph.co.uk/htmlContent.jhtml?html=%2Farchive%2F1998%2F07%2F31%2Fnblur131.html
BBC News: Three views on Labour’s second annual report:

http://news.bbc.co.uk/hi/english/uk_politics/newsid_403000/403876.stm
NHS service delivery agreement for 2000: http://www.doh.gov.uk/sda/
Further reading for the 2001 election

Lees-Marshment, J. 2001 ‘Marketing the British Conservatives 1997-2001.’ Journal of Marketing Management, Special issue, The Marketing Campaign:  the British General Election of 2001, edited by Phil Harris and Dominic Wring, vol 17, pp. 929-941 

Lees-Marshment, Jennifer and Stuart Quayle 2001 ‘Empowering the Members or Marketing the Party? The Conservative Reforms of 1998’ Political Quarterly 72 (2): 204-212 (April-June) 

King, Anthony (ed), (2001), Britain at the Polls 2001

Butler, David and Dennis Kavanagh (2001), The British General Election of 2001 

Bartle, John, Simon Atkinson and Roger Mortimore(eds) (2002), Political communications; the general election campaign of 2001. 
Jaworski, J.B. and K.A. Kohli. (1993), ‘Market Orientation: Antecedents and Consequences’, Journal of Marketing, 57, 53-70 (July).

Kotler, Philip. (1979), ‘Strategies for Introducing Marketing into Non-profit Organisations’, Journal of Marketing, 43, 37-44 (January).

Kohli, Ajay K. and Bernard J. Jaworski. (1990), ‘Market Orientation: The Construct, Research Propositions, and Managerial Implications’, Journal of Marketing, 54, 1-18 (April).

Links to explore:

BBC Vote 2001 web-site: http://news.bbc.co.uk/vote2001/
2001 links: http://www.psr.keele.ac.uk/area/uk/ge01.htm
British Election Study 2001: http://www.essex.ac.uk/bes/
2001 election posters: http://politics.guardian.co.uk/election2001/poster/

Week 5: Tuesday 22 February

Group work: Devising a political marketing plan for UK parties for the next election

Outline

Group work: Political marketing plan for UK parties for the next election

This exercise will encourage you to apply what you have learnt to current day events, but it is also part-practice for the written assessment. Working in small groups, you will work together to create a marketing plan for the next election. You need to take into account:

· Their goals, nature and history

· Decide on the orientation the party should adopt

· Devise the political product to be offered, including all aspects such as key policy themes, pledges, leadership, shadow/cabinet, staff, members, organisation

· Consider aspects such as strategy, the competition, targeting, support analysis, internal reaction analysis, delivery capability

· Communication – overall themes, means of communicating, target groups, use of members on the ground, organisation, staff

· Campaign – main focus, location, key actors

· Also take into account any obstacles to change or barriers to using marketing
Presentation by groups: of results of audit

Each group will present the results to the rest of the class.

Please note the actual assessment should be more developed and extensive than this, not just about the campaign/election, but this will give you some practice at developing your own ideas.

Essential reading

Explore the links below:

UK

General politics site with latest politics news: http://www.politics.co.uk
The Conservative Party: http://www.conservatives.com/home.cfm
Labour Party: http://www.labour.org.uk/
Liberal Democrats: http://www.libdems.org.uk/
PlaidCymru: http://www.plaidcymru2001.com/
Green Party of England and Wales: http://www.greenparty.org.uk/
Socialist Labour: http://www.socialist-labour-party.org.uk/About_Us/new/index.html
Or go to:

http://www.psr.keele.ac.uk/parties.htm
for an index of all parties and go to the UK section.

Keele guide to the UK politics is at:

http://www.keele.ac.uk/depts/por/usbase.elections.htm

Week 6: Tuesday 1 March 

Marketing parties in other countries: The US, New Zealand, Scotland, Ireland and Europe

Lecture: Marketing parties in other countries: The US, New Zealand, Scotland, Ireland and Europe

Plan:

· The globalisation of political marketing

· The global political consumer

· Marketing Clinton in the US in 1992

· Comparative party marketing project

· George W Bush in 2000: a compassionate conservative

· New Zealand Labour Party

· Scottish Socialist Party

· Sinn Fein 

· German SPD

· Austrian Freedom Party

· Similarities and differences in marketing parties

Debate: Did George W Bush adopt a market-orientation in order to win the 2004 US Presidential Election?

Themes to discuss:

· Was being market-oriented or sales-oriented the key to Bush victory? 

· what elements of marketing were used in the US Election 

· why negative advertising was used so much by the candidates and whether it was it effective, as well as its impact on democracy 

· issues in the election such as the war, religion 

· The weaknesses in the Kerry product 

· What did Bush offer to voters? 

· the use of segmentation and targeting 

· What lessons might UK politicians draw from the US Election 

Essential reading for lecture and debate

‘The globalisation of the market-oriented political party: examining political marketing in comparative perspective’ by Darren G Lilleker and Jennifer Lees-Marshment, paper presented at the Internationalization of Political Marketing: Americanization or plain globalization, Workshop Paris, July 2004 – available from the political marketing archive on the module website 

Lees-Marshment, Jennifer. (2001) Political Marketing and British Political Parties: The Party's Just Begun. Manchester University Press - Ch 6, pages 217-222 

And explore these links:

Articles on how Bush won:

http://www.infernalpress.com/Columns/election.html
http://www.alternet.org/election04/20853/
CNN election result page http://edition.cnn.com/ELECTION/2004/pages/results/president/ 

http://www.campaignline.com/
http://www.betterworldlinks.org/president.htm

Republican Party: http://www.rnc.org/
Keele guide to the US election in 2004:

http://www.keele.ac.uk/depts/por/usbase.elections.htm
Further reading 

Lees-Marshment, J. and Peter Ingram, (2002), ‘The Anglicisation of Political Marketing: how Blair out-marketed Clinton.’ Journal of Public Affairs 5/6 2002 

Farrell, David M. and Martin Wortmann. (1987), ‘Party strategies in the electoral market: Political marketing in West Germany, Britain and Ireland’, European Journal of Political Research, 15, 297-318.

Denemark, David, (1992), ‘New Zealand: the 1987 campaign’, Chapter 9 in Bowler, and Farrell. (eds). (1992), Electoral Strategies and Political Marketing, Macmillan.

O’Cass, Aron (2001), ‘Political marketing: an investigation of the political marketing concept and political market orientation in Australian politics.’ European Journal of Marketing, Volume 35, no. 9/10, special issue of Political Marketing, pp. 1003-1025

Newman, Bruce I. (1994), The Marketing of the President: Political Marketing as Campaign Strategy, Sage.

Newman, Bruce I. (1999), The Mass Marketing of Politics, Sage

Newman, Bruce I. (2001), ‘Commentary: Image-manufacturing in the USA: recent US Presidential Elections and beyond.’ European Journal of Marketing, Volume 35, no. 9/10, special issue of Political Marketing, pp. 966-970

Bowler, Shaun and David M. Farrell. (eds). (1992), Electoral Strategies and Political Marketing, Macmillan. 

Links to explore

Link to party web-sites around the world:

http://www.psr.keele.ac.uk/parties.htm
Australia:

Australian Labor Party: http://www.alp.org.au/
Liberal Party of Australia: http://www.liberal.org.au/
Germany:

SPD: http://www.spd.de/
Free Democrats: http://www.fdp.de/portal/
CDU: http://www.cdu.de/
Irish political parties:

Fianna Fail: http://www.fiannafail.ie/
Fine Gael: http://www.finegael.ie/
http://www.irlgov.ie/
http://www.labour.ie/
www.sinnfein.ie
http://www.progressivedemocrats.ie
Collins Neil and Terry Cradden (2001). Irish Politics Today. 4th edition. Manchester University press. Chapter 2 pp:16-33. This chapter will give the student a good view as to where the politic parties of Ireland today have come from and what they offer the people of Ireland


Week 7: Tuesday 8 March 

Marketing parties in new democracies:  Brazil and Peru

Outline

Lecture: Marketing parties in new democracies:  Brazil and Peru

Plan:

· Introduction to new democracies

· Potential for political marketing

· Nature of Brazil

· Political marketing in Brazil – Lula de Silva and the PT workers party

· Nature of Peru

· Political marketing in Peru – the APRA Party

· Other areas – Nigeria, Kenya, China, Jordan….

· Similarities and differences with the UK model

· Comparative market-oriented party: a new model
Group work: The potential and limitations for political marketing in new democracies and other systems
Essential reading

As above, but explore other political party links: 

Link to other party web-sites all around the world is at http://www.electionworld.org/parties/

Week 8: Tuesday 15 March

Marketing Westminster

Outline

Lecture: Westminster and marketing

Plan:

·  The nature of Westminster

· Its public standing

· Whether it is product, sales or market-oriented

· Barriers to marketing

· The overall effectiveness of the institution

Video: Westminster reform

Workshop: How to market parliament

· Devise a marketing plan for bringing Westminster closer to the people

Essential reading

Lees-Marshment, Jennifer. (2004) The Political Marketing Revolution, Chapter 2, ‘Marketing representation: parties and elections’
And follow and explore these links:

Hansard Society www.hansard-society.org.uk

UK Parliament www.parliament.uk
Further reading

Norton, P (1995) Does Parliament Matter. Harvester Wheatsheaf. London. Esp. chs 1, 9 and 13

Lenman, Bruce, (1992), The eclipse of Parliament appearance and reality in British politics since 1914, New York Routledge, Chapman and Hall
Silk, Paul and Rhodri Walters [or just Silk], (1987 [1995 or 1998], How Parliament works

Rush, Michael (1986), Parliament and the Public

Great Britain. House of Commons Corp. (1984), The British parliament London H.M.S.O 

Garrett, John, (1992) Westminster does parliament work?, London Gollancz 
Griffith, John Aneurin Gray (1989), Parliament functions, practice and procedures By J.A.G. Griffith and M. Ryle, London Sweet and M
Adonis, Andrew, (1990), Parliament today, Manchester Manchester U.P 
Crick, B. (1970) The reform of parliament

There are also various journal articles dealing with both media and parliament and the notion of parliament in decline; also check the journal Parliamentary Affairs
Links


Hansard Society www.hansard-society.org.uk

UK Parliament www.parliament.uk
For current information on parliament: www.parlianet.co.uk
www.epolitix.com also has a good parliament section.
Parliament’s Select Committee on the Modernisation of the House of Commons: www.parliament.uk/commons/selcom/modhome.htm
Charter 88 organisation: http://www.charter88.org.uk/westminster/
For current information on parliament: www.parlianet.co.uk
www.epolitix.com also has a good parliament section.

Week 9: Tuesday 22 March

Marketing the Scottish Parliament

Outline

Lecture: Marketing and the Scottish Parliament 

Plan:

· The desire for a Scottish Parliament

· The road to devolution: principles and aims 

· The original design of a Scottish parliament: a model market-oriented institution?

· how the product has been adjusted

· whether it has met voter expectations

Video: The Scottish Parliament

Scotland’s Destiny: A Celebration of the opening of the Scottish Parliament

A Participative Parliament
Debate: Westminster is much more influential and market-oriented than the Scottish Parliament ever will be

Issues to discuss:

· Which is most market-oriented, the Scottish Parliament or Westminster?

· How were each institution conceived?

· Institutional age/culture and barriers to change, support of innovation

· Is Westminster more product or market-oriented?

· Does it communicate effectively?

· How responsive is the institution?

· What barriers are there to introducing a market-orientation in Westminster? How can change be introduced?

· Is the Scottish Parliament market-oriented? Has it delivered what voters wanted?

· Why was the Scottish Parliament created?

· How was it designed?

· Is the Scottish Parliament market-oriented?

· Has it met voter expectations?

· How might it improve?

Essential reading

Lees-Marshment, Jennifer. (2004) The Political Marketing Revolution, Chapter 2, ‘Marketing representation: parties and elections’

And explore these links:

Follow these links for various articles in newspapers:

http://www.portal.telegraph.co.uk/news/main.jhtml?xml=/news/2001/09/11/ncook11.xml - ‘Holyrood inspires moderniser Cook’

http://www.portal.telegraph.co.uk/htmlContent.jhtml?html=/archive/2000/06/01/ncom01.html ‘Commons culture 'in need of reform'’

www.scottish.parliament.uk/

In particular explore the following link to an archive of particular events:

www.scottishparliamentlive.com/archive_historic.html

Further reading

Scottish Parliament:

Crick, Bernard Rowland, (1991), Making Scotland's parliament work, Broxburn John Wheatley Centre 

Taylor, Brian, (2002), The Scottish parliament, Edinburgh University Press 
Winetrobe, Barry K. (2001), Realising the vision; a Parliament with a purpose. An audit of the first year of the Scottish parliament, London Constitution Unit 
Links to explore:

Scottish Parliament: www.scottish.parliament.uk/   

In particular, educational resources: www.scottish.parliament.uk/ypt/resources.html
The Scottish Parliament’s committees have a web-page each at:

www.scottish.parliament.uk/official_report/cttee.html
Acts of the Scottish Parliament and Scottish Statutory Instruments: http://www.scotland-legislation.hmso.gov.uk
Scottish Executive publications are available on their website: www.scotland.gov.uk
Scottish Affairs, a journal from the Institute of Governance, University of Edinburgh, at www.ed.ac.uk/usgs/scottish
Scottish Parliament Live is at: www.scottishparliamentlive.com/
Archives of previous activity are at:

www.scottishparliamentlive.com/archive.html
There is a monthly archive at:

www.scottishparliamentlive.com/archive_month.html
and an historic one at:

www.scottishparliamentlive.com/archive_historic.html
Institute of Governance, at the University of Edinburgh, has discussion and events on Scottish politics and a journal called Scottish Affairs at http://www.ed.ac.uk/usgs/
Continuing market intelligence by the Scottish Parliament: Downloadable document: Principles of the Parliament: Overview of the Relevant Research - at:

www.scottish.parliament.uk/whats_happening/research/pdf_res_notes/rn00-84.pdf
Updated web-site with oral evidence on whether the Scottish Parliament has met its original principles is at:

www.scottish.parliament.uk/official_report/cttee/proced.htm
European Parliament

http://news.bbc.co.uk/1/hi/in_depth/europe/euro-glossary/1054576.stm
Jacobs, Francis Geoffrey (1990), The European parliament By F. Jacobs and R. Corbett with M. Shackleton, Longman
European Parliament Corp. (1997), The European Parliament, Luxembourg Office for Official Publications of the European Communities
Palmer, Michael (1981), The European Parliament what it is, what it does, how it works, Oxford Pergamon
Westlake, Martin (1994), A modern guide to the European Parliament, London Pinter
Easter break 25 March to 25 April
Week 10: Tuesday 26 April

The 2005/6 UK General Election
Research in action: brief presentation of current academic thinking on the 2005/6 election from the 2005 Political Marketing Conference

Plan: 

· I will present a paper by myself and a colleague Jenny Lloyd (UWE) called ‘It’s their party and they’ll cry if they want to: a critical assessment of the Labour and Conservative product from the eye of the voter.’ 
· This will be from a conference, details of which can be found at: http://www.keele.ac.uk/depts/mn/cpm/PSAPMG/conferences/PMG2005London%20conference/PMG2005programmemain.htm
Group work: Political marketing assessment of the UK parties – discussion and presentation
Essential reading

Explore the political party websites and any newspapers online for articles about the forthcoming (or past, depending on when the election will be held) election


Week 11: Tuesday 3 May

The Political Marketing Revolution: the role of the political consumer

Short lecture: The Political Marketing Revolution

Plan:

· The rise of the political consumer

· The factors behind the growth of public sector marketing

· range of public sector organisations that use marketing

· advantages marketing can bring

· problems of applying marketing to the public sector

· link to party marketing and promises

· delivery in the public sector

Debate: Should the citizen or political leaders decide how the country is run?

Issues to discuss:

· whether the public sector needs to respond to market demands

· professional expertise and training

· Tendency to ignore demands of the users within the public sector

· Increase in rights of the pupil, parent, student, patient, citizen, tax-payer

· Relationship to political party marketing

· Why do academics object to marketing the education they offer?
· Problematic cases where this debate may occur; e.g. student desire for no assessment, student desiring courses staff don’t have expertise in, teachers under constant criticism -> no respect from pupils/misbehaviour
· Whether local government consultation provides better services
· Why citizenship is different to being a consumer of a business/commercial product
Essential reading for the lecture

Conference paper online at:  http://www.psa.ac.uk/cps/2004/Lees-Marshment.pdf
As well as other chapters in The Political Marketing Revolution textbook
Essential reading for the debate

For the debate, explore the links below or follow your own from an internet search  on ‘consultation’

Labour Party’s consultation: http://www.bigconversation.org.uk/
NHS report from consultation:

http://www.nhsia.nhs.uk/confidentiality/pages/consultation/default.asp

Re students as consumers in university education:

NUT (National Union of Teachers):

http://www.data.teachers.org.uk/nut/index.html
Especially section ‘Education Review’ which discusses various issues:

http://www.data.teachers.org.uk/nut/er/action.lasso?-database=nut&-layout=cgi&-response=er_results.html&-op=eq&id=1443&-search
Guardian education section online:

http://education.guardian.co.uk/0,5429,,00.html
in schools:

http://www.dfes.gov.uk/buildingonsuccess/
Cabinet office consultation:

http://www.cabinet-office.gov.uk/regulation/Consultation/introduction.htm
On health:

http://www.doh.gov.uk/mentalhealth/draftbill2002/

Consultation in Scotland on stones:

http://www.historic-scotland.gov.uk/index/ne_news_events/ne_news_listing/news_minister_launches_consultation.htm
Constitution consultation: http://www.dca.gov.uk/consult/confr.htm
Local government: http://www.eastsussexcc.gov.uk/consultation/main.htm
Further reading

Arndt, Johan. (1978), ‘How broad should the marketing concept be?’, Journal of Marketing,  42:1, 101-103 (January).

Banker, Steve. (1992), ‘The Ethics of Political Marketing, the Rhetorical Perspective’, Journal of Business Ethics, 11, 843-8.

Bartels, R. (1974), ‘The Identity Crisis in Marketing’, Journal of Marketing, 38, 73-76 

Brownlie, D. and Saren, M. (1992), ‘The four P's of the marketing concept: prescriptive, polemical, permanent and problematical’, European Journal of Marketing, 26: 4.

Foxall, G. (1989), ‘Marketing's domain’, European Journal of Marketing, 23:8, 7-22.

Houston, F. (1986), ‘The marketing concept: what it is and what it is not’, Journal of Marketing, 50, 81-7 (April).

Hunt, Shelby D. (1976), ‘The Nature and Scope of Marketing’, Journal of Marketing, 40, 17-28. 

Kotler, P and Levy, S. (1969), “Broadening the Concept of Marketing”, Journal of Marketing, Vol. 33, No. 1, pp. 10-15 (January). 

Kotler, P and Levy, S. (1969), “Broadening the Concept of Marketing”, Journal of Marketing, Vol. 33, No. 1, pp. 10-15 (January).

Kotler, Philip. (1972), ‘A Generic Concept of Marketing’, Journal of Marketing, 36, 46-54 (April).

Laing, A. and J. Lees-Marshment, ‘Time to deliver: why political marketing needs to move beyond the campaign.’ at the 2002 PSA Conference and the 2002 Political Marketing Conference (supplied online in website archive as a pdf file)

Lees-Marshment, J. (2001) Political marketing and British political parties: The party’s just begun Chapter Six, pp. 222-228
Luck, D. (1969), ‘Broadening the Concept of Marketing - Too Far,’ Journal of Marketing, 33, 53-55 (July).

Rothschild, Michael. (1979), ‘Marketing Communications in Non Business Situations - or why it's so hard to sell brotherhood like soap’, Journal of Marketing, 43, 11-20 (Spring).

Shapiro, Benson. (1973), ‘Marketing for Non-profit Organisations’, Harvard Business Review, 51, 123-32 (September-October). 

Trustrum, L. (1989), ‘Marketing Concept: concept and function’, European Journal of Marketing, 23: 3, 48-56.

Tucker, W.T. (1974), ‘Future Directions in Marketing Theory’, Journal of Marketing, 38: 2, 30-5 (April).


Week12: Tuesday 10 May

Revision

Exam revision session
General sources of information

You are also encouraged to make the effort to keep up with current events by regular viewing of the quality press and news weeklies.  Electronic sources are increasingly useful. You might like to check the following media web-sites for general information about a topic: try searching their archives for reports about a particular issue.  

Media web-sites: television and newspapers

	BBC
	http://news.bbc.co.uk/


	CNN
	http://www.cnn.com/


	Ananova
	http://www.ananova.com/


	Reuters
	http://www.reuters.com/


	Guardian/Observer
	http://www.guardian.co.uk/


	Telegraph
	www.telegraph.co.uk


	The Times


	http://www.thetimes.co.uk/


	The Scotsman
	http://www.scotsman.com/


	The Herald
	http://www.theherald.co.uk/


	
	

	The Electronic Newsstand has information on  many journals and magazines, often including a list of contents of the current issue and an archive.
	http://www.enews.com/


	News link claims to have the most comprehensive set of links to US electronic media publications. There is also a limited                                           selection of non-US links.
	http://www.newslink.org/


	British Humanities Index is a popular index to UK newspapers and journals previously only available on cd-rom. It has been bought by Cambridge Scientific Abstracts and can be accesses on the web-site opposite.

BHI goes back to 1962 and covers a number of UK publications which are sometimes missed by other indexing sources - New Statesman and Spectator, History Today, New Scientist, London Review of Books etc. Around 320 journals are covered. It also provides us with an index to longer articles in UK newspapers back to the 1960s.


	http://www.csa1.ac.uk. 

Click on "Subscriber login" and enter your Athens password. Choose "Arts and Humanities", then "Quick Search" to try a keyword search.


Another very useful resource starting point is Richard Kimber’s Political Science Resources page at: http://www.psr.keele.ac.uk/.

And http://www.politics.co.uk

Government web-sites are a huge resources you can tap into. See the following sites for the UK:

British Government web-sites

	The monarchy
	http://www.royal.gov.uk/output/Page1.asp

	10 Downing Street
	http://www.number-10.gov.uk/

	Government Information Service
	http://www.ukonline.gov.uk/

	UK Houses of Parliament
	http://www.parliament.uk/

	House of Commons
	http://www.parliament.uk/commons/HSECOM.HTM

	House of Lords
	http://www.parliament.the-stationery-office.co.uk/pa/ld/ldhome.htm

	Hansard (House of Commons Debates)
	http://www.parliament.the-stationery-office.co.uk/pa/cm/cmhansrd.htm

	Central Government Departments list
	http://www.ukonline.gov.uk/quickfind/central/

	Cabinet Office
	http://www.cabinet-office.gov.uk/

	Centre for Management and Policy Studies
	http://www.cmps.gov.uk/

	Central Office of Information
	http://www.coi.gov.uk/

	HM Treasury
	http://www.hm-treasury.gov.uk/

	Foreign Office
	http://www.fco.gov.uk/

	Department of Trade and Industry
	http://www.dti.gov.uk/

	Scottish Executive
	http://www.scotland.gov.uk/pages/default.aspx

	Audit Commission
	http://www.audit-commission.gov.uk/home/



Assessment

Assessment for this module is by exam and written assessment. The exam is worth 40% and the written assessment 60% of the final mark.

	Written Assessment: Political Marketing Plan for 2005-6

Deadline: Tuesday 26 April 2005

Word limit: 3,000-4,000 words – Worth: 60% of the final mark
Overview

Students are required to write an original, present-day political marketing plan. The task is to provide a report that has recommendations for how a political party or parliament should  use marketing to achieve its goals or objectives. You need to act as if you were a marketing consultant, planning how it can use marketing over the next 12 months. 

Organisation

Students may choose any political party or parliament, such as

· any UK political party, such as the Labour Party, Conservatives, Scottish National Party, Liberals, Plaid Cymru

· any political party worldwide

· The Westminster Parliament, Scottish Parliament, The Welsh Assembly, European Parliament
Writing style

The plan is not a traditional essay and can therefore be written in report style, although it should include references to academic literature where relevant, and primary sources, as usual even if it is an internet site or your own interview.

Topics to cover and structure

It is up to you how you structure the plan. However you should ensure you cover as many aspects of political marketing as possible, and take into account the following areas:

· all aspects of political marketing and the organisations product, i.e. not just how it communicates, but how it behaves, uses market intelligence, responds to its market, its orientation and so forth

· the goals and nature of the organisation

· the competition and overall environment

· its recent and current use of political marketing

· short and long-term plan: for example, for a party how it fights and election but also beyond that in government or opposition; for a parliament the next 3 months and then a longer year-long plan

· take into account any obstacles to change or barriers to using marketing

You need to explain why you recommend something, and justify it: i.e. produce a reasoned, evidence based marketing plan that would be likely to be listened to by the organisation; that is practical and wide ranging and related to the organisational goals. To do this, you may need to assess how well it has used political marketing to date.

Sources of information

There are three main sources you should use:

1. academic literature and research for theory and assessment of behaviour

2. primary sources – the organisation itself, including already public data and your own data you collect through interviews, surveys, observation etc
3. you! This is your chance to apply theory to a current day organisation, and for you to have your own ideas. As long as it is a sensible and reasoned idea, then you will do well as there is no clear right answer in this assessment. So this is your chance to think for yourself and devise an original, innovative plan.






	Political Marketing Plan for UK Parties

One of the obvious choices for this assessment is to study a UK Party and devise a political marketing plan for how they should fight the general election and beyond. However, if you choose this, obviously you need to take into account the forthcoming general election, and plan for an election but also afterwards. Furthermore, please note that as the module will show you, political marketing is not just about campaigns, and any plan needs to include a full range of political marketing behaviour, not just adverts or election slogans. If you simply do an election campaign plan which focuses on communication only you will not be awarded high marks.

Primary research

You may like to interview or send some written questions to people such as local politicians, or party members or staff within the parliaments, or your local MP/MEP. This type of original primary research will be awarded higher marks. Some organisations are difficult to access. If students try to conduct interviews for example but receive no response, they should note their efforts in an appendix and all reasonable efforts to gather primary data, even if unsuccessful, will be taken into account when marking the assessment. Experience of students suggests that you may be better to target more junior staff, or party members rather than the party chairman, or to go at the local level than the national. Also note that as it is election year, it may prove harder to get access to MPs, party members etc to interview, so you need to start early as people will be very busy. You should also try to obtain data on the ‘market’ side; so the general public, fellow students, members of a local association can provide useful feedback about what the public want or do not like about an organisation.

Word of warning: this plan must be present day and original!
To state the obvious, the plan should obviously be done on the organisation as it is now, for its’ future behaviour 2005-6. If you choose the Labour or Conservative Party for example, you must not simply analyse their behaviour in 1997, following the textbook. Even the general election of 2001 was a long time ago. You must analyse the organisation as it is now. Students who simply regurgitate the class textbook for 1997 risk failing. 

Submission deadline

The Political marketing plan is due by: Tuesday 26 April 2005. The word limit: 3,000-4,000 words (appendices do not count), and is worth: 60% of the final mark.

Submission procedure

It should be handed into the Departmental Office on the ground floor in the Darwin Building between 1-4. Please note that attempts to hand in later than specified times may be penalised, even if it just a few minutes after the deadline.

Students need to hand in two copies, both word processed:- 

1st copy: named copy, with your name, registration number, course title/code and title of assignment and the Department of management coursework cover sheet

2nd copy: one anonymous copy, with your registration number, course title/code and title of assignment on. This one should be the ‘best’ copy, with any appendices attached here, as this is the one that will be marked.

You should also retain one copy for yourself and in case it is needed for the external examiner.


	Examination, end of semester 2

Worth 40%

2 questions in two hours

There will be one two-hour examination, worth 40% of the final mark. Students will be required to answer 2 questions, exploring a wide range of issues and aspects of political marketing covered in the module.


Getting help from the module co-ordinator

You are welcome to discuss the assessment or the module with me at any stage: please come to see me in my office hours or if this is not possible, please email me to make a specific appointment.

Meetings rather than email

However, please note that it will be best to come and see me in office hours than simply email me the week before the assessed work is due in. I will not guarantee to answer queries over email or respond the week the work is due in. I prefer to see students face to face as it is much easier to explain and discuss in a meeting than over email.

Easter

Due to conference and personal commitments I will not be available during the Easter holidays – even over email - so students should take care to contact me and see me before they leave for the vacation if they have any queries, particularly about the written assessment.

Departmental policy on plagiarism

All work you submit must be your own and not be copied or plagiarized in any way whatsoever. Plagiarism can result in severe penalties ranging from failure in a module to expulsion from the University. Further information regarding plagiarism can be obtained from the Keele University student handbook at: 

www.keele.ac.uk/depts/aa/handbook/section2/plagiarismanddishonesty.html
� This timetable is subject to change, as visiting speakers will be invited to talk about the next election, and if they agree, they may talk instead of group work. Students will be notified during the teaching of the module of any changes, via class and the module web-site





